channel movements of products or services, money, and information), but they need to have same pricing and positioning (Chatterjee, 2010a) .
Multichannel retailers, so-called brick-and-click retailers, and market customers use more than one channel or medium; this includes the Internet, catalogs, television, and traditional retail stores (Burt & Sparks, 2003; Stone, Hobbs, & Khaleeli, 2002) in traditional multichannel business. Because of advanced technology, smart phones and tablets are becoming more innovative, and the rate of consumer technology adoption is growing (Walker, 2011) . This causes consumer behavior constantly to change. Mobile phones and tablets are used not only for communication,
reading, mobile coupons, comparing prices, searching products, or checking ratings and reviews, but also for purchasing products or services. Therefore, the modern multichannel retailers, so-called brickclick-and-touch retailers, serve customers using more than one channel or medium. These channels include the Internet, catalogs, kiosk, television, mobile phones, tablets, and traditional retail stores to retain customers, ensure satisfaction, increase sales.
Multichannel distribution has become the norm.
Home Shopping Network (HSN) The importance of understanding today's ever-connected and empowered customers' behavior cannot be overemphasized. Customers are adopting new technologies and are more comfortable interacting with retailers via a variety of touch points such as brick-and-mortars, catalogs, the Internet, call centers, e-mail, interactive TV, mobiles, kiosks, tablets, et cetera. As well as being pressured to expand to these complex channels, marketers are competing for limited customers (Walker, 2011) . Satisfying the customers' needs and wants is not an easy task as their expectations and choices become ever greater. To satisfy and retain customers, retailers need to take steps to fully understand what motivates consumers, what they think, and how they behave. These steps make retailers build better channel development and manage consumers' channel choices effectively.
In this study, the researchers provide comprehensive reviews of studies of multichannel consumer behaviors published in peer-reviewed academic journals from 2005 to 2014. Secondly, this study proposes a conceptual framework that demonstrates multichannel determinants such as psychographics, demographics, social influences, and situational factors on consumers' search and purchase behavior based on customers' benefits or costs judgment. Finally, the researchers hope to provide possible future research directions in multichannel consumer behavior.
The present meta-analysis is organized as follows: methodology, including data collection, description, and a description of the analysis; proposed framework and findings; and the conclusion.
II. Data Collection
Computer databases (Ebsco, Web of Science, Google Scholar) were initially searched to identify appropriate researches done in multichannel retailing areas. Search terms included different combinations of multichannel, cross channel, retail, channel switch, consumer behavior, purchasing behavior, search behavior, and decision making. Data collection efforts also included a systematic search of academic journals within the timeframe of January 2005 to March 2014. The next step in this data collection process involved a type of snowball sampling; references were listed by the obtained studies or by tracking citations using Web of Science. The identified papers were then evaluated for their appropriateness for inclusion in the study. Seventy-eight academic reviewed papers were collected. For this meta-analysis study, all papers that used secondary data or qualitative studies were eliminated. Out of the 38 studies selected for final stage, one study was eliminated because it used almost the same samples for another paper by the same authors. This resulted in a final sample of 37 papers.
Description of Sample
Out of 37 journal papers, more than half (n=19) of the studies were done in the USA, 12 studies in Europe, and 5 studies in Asia. The most used product category is apparel including cosmetics and shoes (n=19), financial and other services such as travel and mobile plans (n=9), CD/audio (n=7), and consumer electronics (n=6), followed by home furnishing, books, computer related products, and others. Twenty-five studies used more than 300 samples, and college students were used as the samples in 14 studies.
For the multichannel settings, brick-and-mortar, the Internet, catalogs, and in-home shopping formats were utilized to analyze multichannel channel consumer behavior.
III. Conceptual Framework for Multichannel Customer Behavior
The study presented in Figure 1 shows a framework that exhibits the customers' purchasing decision process through consumers' perceived Kim Soohyun Ahn Insook / · Challenge of Understanding Multichannel Customer Behavior in 21st Century utilities of multichannel use, multichannel customers' search and purchase behaviors, and moderators, based on expectancy theory. Expectancy theory posits that an individual behaves or acts in a certain way because they link particular utilities or consequences to product or service attributes so that they select a specific behavior over other (Oliver, 1974; Rosenberg, 1956) . Therefore, this study assumes that the customers choose certain channels for product or service search and purchase to achieve their goals with maximizing benefits and minimizing costs based on their perception of multichannel utilities. As shown in Figure 1 , consumers' assessments of benefits and costs for using channels may influenced by their psychographics, demographics, social influences, and situational/ In addition, the conceptual model shows moderating factors on multichannel behavior. For example, suppose a customer needs an outfit for a special event. Then the customer may search information about price, promotion, design, and material through various channels. The customer may ask friends' opinions on the outfit he or she chose. The customer may place an online order for the outfit and purchase and pick it up at a designated store because he/she wants to feel and touch the product. Once the customers have a good experience with multichannel decision making, this may reinforce his/her perception of channel. This also causes the possibility of the use of the same channels for future purchases.
IV. Understanding of Customer

Behavior in Multichannel Environment
Each channel has distinct advantages and 
Data Analysis
Three steps were taken in the process of analyzing consumers' channel determinants presented in the various studies. First, as shown in Table 1 , the factors/determinants used (n= 70) in the various studies were extracted from the text of the papers. Second, determinant descriptions as given in the papers were reviewed, and then concepts were re-sorted into fifteen categories. These were further condensed based on their logical relationship to the applicability to multichannel choice. For example, the fewer the risk factors involved with the product, delivery, and financing, the more trust may be elicited. Therefore, risk and trust factors were merged into one factor. This effort led to the twelve most-used factors that appear in the studies. These factors are convenience, product knowledge, service, product types, trust/risk, involvement, experience, saving money, shopping environment/situation factors, efficacy/usefulness, social influence, and demographics (See Table 2 ).
Channel Determinants
Choi and Park (2006) Convenience factor is a frequently studied value or motive for shopping (Schröder & Zharia, 2008) . In their study, Schröder and Zharia (2008) reported that 
Demographic Variables
This study presents a review of the findings regarding the relationship between multichannel customer demographics and multichannel behavior as presented in Table 3 (Lueg et al., 2006) . In some studies, customers showed significantly different purchasing behavior by gender, age (Bendoly, Blocher, Bretthauer, Krishnan, & Venkataramanan, 2005; Chatterjee, 2010a) , and education (Chatterjee, 2010a), but demographics were not analyzed in those studies.
Social Influence
Multichannel offline customers perceived the 
Product Types
Product features such as style, shape, and color in catalogs are significant predictors of purchasing behavior in home décor items.
Product rarity at brick-and-mortar stores is also a significant predictor of purchasing behavior in home décor products (Bickle, Buccine, Makela, & Mallette, 2006) . Bock et al. (2012) found that with increases in product uncertainty, the effects of WOM, offline trust, and efficacy of sanctions 
Beyond Determinants
The aims of this study did not include analyzing channel integration, cross-cultural study, or cross channel and free-riding tendency to competitors' channels. However, in discussing future research recommendations, this study would like to briefly mention on those aspects.
Channel integration
Perceived integration is associated with a reduced likelihood of firm switching upon initial channel failure (Bendoly et al., 2005) . However, perceived multichannel integration does not significantly influence on within firm lock-in - . This may be because many 
Cross-cultural Research
Culture represents a shared set of values that influence social beliefs, attitudes, intention, and actual behavior (Zhou, Dai, & Zhang, 2007) . Lu and Rucker (2006) Retailer satisfaction, unplanned purchasing, and sizes of purchase orders are higher for cross-channel retailers (Chatterjee, 2010b).
. 
Conclusion Ⅴ
